In India, language is the key instrument by which we assimilate the culture. And it is a major means of identifying a set of people, nation or country. Hinglish, a portmanteau of "Hindi" and "English", is a hybrid of English and South Asian languages. It is a code-switching and mixing variety of these languages whereby they are freely interchanged within a sentence or between sentences. In a multilingual country like India code-mixing and switching has become a norm rather than a deviation. It is also noticed that linguists use the term code-mixing and switching interchangeably, especially in case of formal studies on syntax and morphology. Language contact is considered to be an important phenomenon, especially in a multilingual society like India. While the name is based on the Hindi language, it does not refer exclusively to Hindi, but is used in India, with English words blending with Punjabi, Urdu and Hindi. With the advent of modern technology, and the availability of popular media in finger tips, from a toddler to a nonagenerian, the very concept of language, culture and communication has undergone a huge change. Hinglish and code-mixing and switching has crept its way into advertisements, TV shows, and Bollywood movies as well as the corridors of corporate and political power in India. This paper is an empirical study of code mixed and switched utterances in the form of songs, ad taglines and jingles in Indian media which came into existence as a by product of modern technology and changed the definition of communication in Indian media. And this paper further discusses the scope of Hinglish as the lingua franca for not only the upper-class urban Indians, but also semi-urban and rural centers of the Hindi-speaking states of India
where modern technology in the form of television, radio, mobile phones, internet (social networking sites) etc. has become an indispensable part of their life. KEY WORDS: Code-mixing/switching, Technology, Hinglish, Communication, Language Contact, Media "A crucial factor in language change is adults abbreviating the machinery of a language, along a gradient of degree according to typological distance between native language(s) and acquired language, demographic proportion of learners to native speakers, and the extent to which the native version of the acquired language remains available in the genesis context over time." McWhorter (2005:265) Language is a social phenomenon. It is through language that day-to-day interactions and interpersonal relations are possible. Language shapes the society and culture. Crystal (1985, 262) observes that of all the means of communication, language is the most frequently used and developed. Languages have always been influencing each other in certain ways. Normally, this interaction is reflected in language convergence, borrowing and replacement. It may also lead to the emergence of hybrid languages, such as pidgins, creoles, and other mixed languages. In Sociolinguistics, this branch of study is called language contact. Language contact is considered to be an important phenomenon, especially in a multilingual society. Many scholars have discussed sociolinguistics and have come up with several definitions based on their individual perspectives. Hudson (2001, 4) defines sociolinguistics as the study of language in relation to the society. It is the study of language as it affects and is being affected by social relations; it is also the study of language and linguistic behaviour as influenced by social and cultural factors. Fishman (1972, 9) defines sociolinguistics as the study of the characteristics of language varieties, the characteristics of their functions, and the characteristics of their speakers as these three constantly interact, change and change one another within a speech community. Multilingualism has always been common in the human history. In today' s world of globalization, most of the people are multilingual, and not by volition but by force. Therefore, studying the aspects of language contact and its influence is a significant matter. This paper is an attempt to assess the possible outcome of such influence in the Indian media. Fishman (1980, 255) explains the domains of linguistic choice as the "classes of situations" suggesting that for each situation there is a variety that is preferred which can be observed directly through occurrences of code-switching. In bilingual communities code-mixing and code-switching are widespread phenomena where speakers use their native tongue (L1) and their second language (L2) in different domains. The term ' code-switching' refers to the alternate use of two or more languages in an extended stretch of discourse, where the switch takes place at sentence or clause boundaries. However, the term code-mixing refers to the mixing of two or more languages or language varieties in speech. A code may be a language or a variety or style of a language; the term code-mixing emphasizes hybridization, and the term code-switching emphasizes movement from one language to another. It is noticed that in the formal studies of syntax and morphology, linguists use the term code-mixing and switching interchangeably. Several scholars have attempted to define code-switching and code-mixing. Poplack (1980, 586) opines that code-switches will tend to occur at points in discourse where juxtaposition of L1 and L2 elements does not violate a syntactic rule of either language, i.e., at points around which the surface structures of the two languages map onto each other. According to this simple constraint, a switch is inhibited from occurring within a constituent generated by a rule from one language which is not shared by the other. Code-mixing is also called intra-sentential code switching or intra-sentential codealteration and this happens when speakers use two or more languages below clause level within one social situation. Patterns of code-switching are found to be different from one another because of several distinct processes such as 'insertion' , ' alteration' and ' congruent lexicalization' . These three processes correspond to dominant models, and approaches (Muysken 2000, 3) . Maschler (1998: 125) defines code-mixing or a mixed code as "using two languages such that a third, new code emerges, in which elements from the two languages are incorporated into a structurally definable pattern." In other words, the code-mixing hypothesis states that when two code-switched languages constitute the appearance of a third code it has structural characteristics special to that new code. In a multilingual country like India code-mixing and -switching has become a norm rather than a deviation. Hinglish, a portmanteau of "Hindi" and "English", is a hybrid of English and South Asian languages. It is a code-switching variety of these languages whereby they are freely interchanged within a sentence or between sentences. While the name is based on the Hindi language, it does not refer exclusively to Hindi, but is used in India, with English words blending with Punjabi, and Hindi. Hinglish has become the lingua franca for most upper-class Indians, especially the youth. Although this is more commonly seen in urban and semi-urban centers of the Hindi-speaking states of India, it is now slowly spreading into rural and remote areas of all the states via television, radio, mobile phones, internet (social networking sites) and word of mouth thereby achieving vernacular status gradually. Radio jockeys and TV anchors deliberately mix English words with stream of Hindi sentence to sound more chique and funky. There are certain words that cannot be replaced with any regional language. Certain words like train, TV, computer, mobile, and so on, do not have similar words in any other Indian language. And even if they exist they are not used in day-to-day language. In 2016, after a span of almost five years, Airtel India has brought back their most popular humming tune 'Har Ek Friend Zaroori Hota Hain' to promote its latest product features like free international calls while roaming abroad, Airtel-to-Airtel free calls and data packs. This campaign was first released in 2011 and it was the agency's first piece of communication made for the brand. The jingle instantly connected with the youth, which was also the target of the brand. This ad by Airtel is the best example of how to deliver needs of communication, react on them and engage to Gen next. The beauty of the jingle is in the integration of simplicity and code mixed punch phrases. Another such jingle is by the telecom service provider Idea. The catchy jingle as stated below, shows various people, locations and situations from all across the country and depicts how Idea customers benefit from its pan-India network. The advertisement shows Indians from around the country, with varied cultural backgrounds, connecting as one big happy family humming one happy song -"Honey Bunny". Though, there appears to be no effort in espousing any deep message in the advertisement it is nevertheless happy, catchy and appears to influence and persuade the target audience by sheer use of endearing and funny code mixing patterns. Yet another ad jingle, which is a perfect example of code-switching/mixing, is the Coca-Cola advertisement jingle. It goes with the tagline Believe in a better tomorrow. The ad has been designed to encourage people to not only recognize that there are reasons to believe in a better world, but to seek these reasons out, talk about them and even create them! The campaign focused on inspiring optimism and encouraging positive action. A song sung by a choir of young people singing actually makes one believe that there are many reasons to believe in a better tomorrow. Again, in Bollywood, Gulal (2009) was this blend of macro politics with student politics, where an apolitical new student, is involuntarily sucked into the vortex of blood, hate and violence. Piyush Mishra, as the fan of John Lennon, voice-of-conscience Rajput gifted the viewers with powerful lyrics and music that carried the narrative forward, even as they render a forceful critique of the state of the nation. The lyrics of the song 'Ranaji' come across as a classic case of code-mixing. With English Vinglish (2012), female director Gauri Shinde brings her own lifetime of experience into the picture. The image of the newly confident Shashi striding down a Manhattan street, a takeout coffee in hand and a trench coat belted over her sari, makes one smile days after you have left the theater. English Vinglish springs up a sweet musical surprise, a lovable and adorable innocent feeling that not only enlightens up senses but amuses too with its simplicity and modesty. Tall skyscrapers, slick fashionstores...that' s Manhattan for the viewers! To get a kaleidoscope view of Manhattan for B-town listeners, there' s a situational track titled "Manhattan", a number that sounds more like a "guide-map" to all luxuries and happenings of this urban city. Clinton Cerejo's boyish charms and Bianca Gomes's quirky vocals exemplify it in all vivacious and boisterous loud singing modes. The striking feature is Bianca's chirpy singing in listing out all worlds' top-most fashion brands in her "twittering" voice; overall a cool rendezvous of code-mixing which succeeded in influencing and persuading the viewers. . vuitton.. vui.. vui.. vui.. / Vuitton.. vuitton.. vuitton.. vuitton.. Moschino.. chino.. chino.. k.. k.. k.. k.. / Chino..chino..chino.. Valentino... tino... tino... t.. t.. t.. t As evident from the above discussion code mixing and switching in the veil of Hinglish has crept its way into advertisements, TV shows, and Bollywood movies as well as the corridors of corporate and political power in India. Some popular movie titles which used Hinglish are Kill Dil (Kill Heart), Ek Villain (One Villain), Darr @ The Mall (Fear at the Mall), Super Nani (Super Grandma), Tanu Weds Manu (Tanu Weds Manu-no translation required), Jodi Breakers (Couple Breakers), Jab We Met (When We Met). Over the years, Hinglish has been effectively used in Indian advertising in ad taglines, like Pepsi' s 1998 slogan Yeh Dil Maange More! (This heart demands for more!), Dominos Pizza tagline "Hungry kya" (Are you Hungry?), again the well-known hair oil brand Parachute "Gorgeous, Hamesha" (Always Gorgeous). Even "English-language" newspapers in India pepper their text with words borrowed from Hindi. And the process is on, this trend is expanding its tentacles to the small towns and villages, resembling the British expansion in India in the eighteenth century. Hinglish has become a common household language and is used extensively, starting from texting to tweeting. These code-mixed and switched utterances have established themselves as the lingua franca for not only the upper-class urban Indians, but also semi-urban and rural centers of the Hindi-speaking states of India where modern technology in the form of television, radio, mobile phones, internet (social networking sites) etc. has become an indispensable part of their life. It is believed that languages evolve constantly, and any language that doesn't change according to the demands of time, will not develop. The beauty of a language lies in its ability to adapt. And Hinglish has adapted well to the cross-cultural generalizations and stereotypes of the Indian subcontinent.
Code-mixing and Code-switching

